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There is a lot of value of conducting a survey of communication professionals, then analyzing it and sharing the results. But there is even greater 
value when we essentially repeat the survey on an annual basis because we can identify and observe trends. There are a lot of forces acting on 
the business world, and our roles within it. Those forces have influenced the results on a year-to-year basis. The results are especially 
meaningful this year as we emerge from the global pandemic that affected us all in some way. 

Our survey format has been easy for communicators to take part. We had 483 respondents this year, more than we’ve ever had before. And 
we’ve invited several experts to help us review and analyze the results, which will help us to comprehend the data.

Many of those responses came from communicators in my “Job of the Week” network, but we also had some well-connected comms pros push 
the survey information out to their networks, too. Frank and I are grateful to them, and to all of those who took the few minutes to help us 
understand the state of our profession this year.

Ned Lundquist, ABC, IABC Fellow 
Captain, U.S. Navy (Ret.) 
Editor and Publisher 
The Job of the Week Network LLC

Last year this survey found communications was more valued than ever. Businesses and organizations had turned to communications 
professionals for help navigating a range of challenges. This year the survey suggests those same comms professionals have been rewarded 
with a greater volume of work – and of a variety that’s changing. 

Resources haven’t kept pace. While about one-third of respondents say comms budgets are up – more say budgets are flat or declining. Budget 
alone can’t solve the problem as “a lack of experience” among staff is among the top three challenges. This may present an opportunity for 
agencies and consultants as well. “An extra pair of hands” is the top reason for hiring outside resources. 

Against this backdrop, comms pros are also concerned about bias in their day-to-day work. They worry about it in mediums across the board –
including algorithms, influencers and traditional media sources. That may be why, in part, we see a shift towards taking a message directly to 
audiences. 

Most respondents say their organization is placing a greater emphasis on owned media this year – and by a wide margin. Many are realizing the 
opportunity to build an audience, along with trust and engagement directly, though I’d caution to avoid abandoning other approaches, including 
media relations, altogether. Comms is most effective when it is integrated across owned, shared, earned and paid efforts. 

Frank Strong, MA, MBA
Founder & President, 
Sword and the Script Media, LLC
frank@swordandthescript.com



Meet this year’s contributors

1. Gini Dietrich, Founder & CEO, Spin Sucks 

2. Karen Swim, PR, Marketing and Social Media Consultant, Words For Hire, LLC and President of Solo PR Pro

3. Michelle Garrett, PR consultant, Garrett Public Relations

4. Stacey Miller, Vice President, Communications, Auto Care Association

5. Shonali Burke, Chief Marketing Officer, Arena Stage

A special thanks to Gini and Karen who also polled their respective communities – Spin Sucks and Solo PR Pro – for 
the 2022 JOTW Communications Survey.



Executive Summary

Ned’s Job of the Week (JOTW) newsletter and Sword and the Script Media conducted the fifth annual JOTW Strategic Communications Survey to understand trends in the field of 
communications. A total of 483 communicators took the survey. Most are based in the U.S. (76%) and 70% have 11 or more years of experience. Sixty percent are in-house 
communicators; another 15% work for agencies and 25% are self-employed as consultants or freelancers. Below are some of the high-level findings.

• The volume of comms work has grown and changed. More than three-quarters of respondents (78%) say the volume of work has increased – and one in three say it’s increased 
significantly. The type of work has also changed with 90% reporting it’s changed at least some while 50% saying it’s changed significantly. In open-ended comments, respondents cite 
digital, internal comms and greater focus on comms by leadership as among the underlying reasons. 

• Comms budgets are up. About one in three (34%) say budgets are up this year, but more (38%) say budgets will remain the same. Another 20% see budgets decreasing (12%) or 
decreasing significantly (8%) The last time this survey asked this question, in 2020, just 18% expected budgets to rise and 52% said they would remain flat. About one-third (34%) 
indicated their organization has hiring plans. 

• Top three comms challenges. Respondents identified the top comms challenges as 1) cutting through the noise (35%); 2) too many priorities (31%); and 3) lack of employee 
experience (25%). The lack of employee experience is a new challenge near the top of the list for the first time. 

• Owned media is the top area of emphasis. Respondents said their organization is placing more or much more emphasis on owned media (60%), like blogs, newsletters and 
websites. Owned media is the only area that has a consensus majority. Shared media (44%) was next, followed by earned media (43%) – a traditional bailiwick of communications --
and paid media (33%). When asked, “Why?” respondent answers varied widely with some describing growing difficulties around media relations and a lack of strategy and planning. 

• DE&I is the top comms activity. Some 59% of respondents said their organization will place a greater emphasis on diversity, equity and inclusion (DE&I) activity this year. It was the 
only activity among more than a dozen listed to earn 50% of the votes. DE&I was followed by thought leadership (49%), data & analytics (48%), storytelling (48%), comms strategy 
(46%), measurement (46%), internal comms (44%) and ESG programs (43%).

• Most common comms measurement methods. The most common ways communicators are measuring results are web traffic (56%), impressions 51%, and the number of 
placements (50%). The order of precedents of these methods is very similar to the last time this question was asked in 2020. 

• A mix of internal and external resources. About one in three (31%) say they are taking more comms work in-house – while 22% say they are taking less work in-house. However, 
36% also said they will send more work to outside resources such as agencies and freelancers. Execution or “an extra pair of hands” is the top reason respondents say they hire an 
agency. It’s the only choice with a majority (53%) of the votes. Agencies and freelancers were asked separately about the potential for new business this year – 70% said new 
business would increase (62%) or increase significantly (8%). 

• Organizational trust in traditional media. More comms pros say their organization trusts the traditional media than do not; still, it’s less than half (49%) while about 1 in 5 (22%) say 
their organization does not trust the traditional media. 

• Concerns about bias. Bias in media of all forms – from social media to search algorithms to professional journalists – is very much on the minds of communications professionals. 
Social media earned the lowest marks for bias, while traditional journalists earned the best marks. More than half (54%) are very or extremely concerned about bias on social media –
compared to 28% who are very or extremely concerned about bias among professional journalists. 



How communications work has changed



78% say the volume of work has increased –
and one in three say it’s increased significantly.

N = 483



59% 34%

47%

34%
50% say it’s changed significantly or very significantly;
82% say it’s changes at least moderately;
90% say it’s changed at least some;

N = 483



“More social and more attention to paid media.”

How has communications work changed?

“Broader remit, more engagement across the company.”

“The need to debunk or even "pre-bunk" mis- and dis-
information has risen.”

“More and more crisis communication events that interrupt the 
general flow of work in our area. We are in a constant state of alert.”

“Significantly more related to internal comms and recruiting.”
“More need for change management and deeper understanding of 
stakeholders. Increased workload with no increase in resources.”

“More tech, less earned media potential, fewer boundaries on 
what comms encompasses.”

“Higher demand for internal comms due to max telework schedules.”

“Taken more seriously by the C-Suite.” “More focus on DEI, social issues, health and well-being.”

“Inclusion of BOTH in person and virtual, so the post pandemic 
world has the need for both options simultaneously at all times.”

“More digital communications; not in person anymore.”

218 responses



Contributors’ Analysis:

Gini: I’m also not surprised that communicators said the volume of work has increased. The Covid-era combined with social justice, climate change, war, 
and political unrest has made our jobs even more demanding with a focus on values and DEI. This will not change – things will continue to get more 
demanding, and we’ll have to evolve with the times.

Michelle: I’m not surprised to see that communicators said the volume of work has increased. I think we are all feeling like there is more of a focus on 
digital communications, which may also mean more on our plates. I agree that the focus on internal comms has intensified. As people quit their jobs in 
record numbers, organizations need to work on increasing the effectiveness of internal communications. When employees feel as though their employers 
aren’t attempting to communicate openly with them, that can cause them to think about leaving. Employers that are wise have also prioritized workers’ 
mental health and communications around that may have increased, as well. There’s also more that needs to be communicated, as far as pandemic 
policies (e.g., remote work policies versus in-office work).  Yet another comment I saw was about how the C-suite may be taking comms more seriously –
which is great news – but may lead to more work for comms teams.

Stacey: The silver lining in intensified demand and volume for comms expertise in the wake of the past several years events is certainly validation for the 
ROI of our profession. The challenge will be in properly allocating long-term headcount and budget – how long will these needs be amplified? It’s hard to 
predict. 

Shonali: If organizations of any kind were to survive once the pandemic hit, their only option was to bolster (or kickstart) their digital communications –
how else were they going to reach people? Not only that, but they also had to create new revenue lines to replace brick-and-mortar or “IRL” sales, and 
the only way to do that was to get better at technology…and then, tell people about it. And with the way COVID-19 ripped the veil off long-standing 
inequities in pretty much every area of our lives, they *also* had to address the twin pandemic of social injustice. No wonder “communications” suddenly 
became a necessity, rather than a “nice to have.” So, none of these findings are surprising to me.

Ned: During and after an event like a pandemic, the need to communicate with audiences becomes more critical even as the crisis has separated us.

Frank: The science of evolution in nature demonstrates in changing times, it’s better to be a generalist than a specialist. My suggestion to communicators 
is to seize the moment: broaden your skills, embrace collaboration with other departments and disciplines, learn from mistakes, document success and 
continuously build the case for more comms resources. 



Planning, budgets and hiring



We last asked this question in 2019 and in 
that survey 59% indicated they had a 
documented communications strategy and 
32% said they did not. This finding is 
effectively flat. 

N = 483



We last asked this question in 2019 and in that 
survey 45% indicated they had a documented 
crisis strategy and 40% said they did not. This 
finding is also effectively flat. 

N = 483



About one in three (34%) say budgets are up this 
year. The last time we asked this question, in 
2020, just 18% expected budgets to rise and 52% 
said they would remain flat. 

N = 483

More respondents however (38%) say budgets are 
flat, while 20% expect to decrease (12%) or 
decrease significantly (8%). 

The last time we asked this 
question, in 2020, just 18% 
expected budgets to rise 
and 52% said they would 
remain flat. 



About one-third (34%) indicated their 
organization has hiring plans.  

N = 483

Here again we see more (44%) say 
staffing levels will remain flat while 
about one in five (19%) expect 
staffing levels to fall. 



Contributors’ Analysis:

Gini: Knowing that this survey was fielded before Jamie Dimon made his rounds talking about an economic hurricane, I’m not surprised to see 
organizations are looking to hire and some budgets will increase. It’ll be interesting to see how this changes if an impending recession hits us. Our jobs 
are always one of the first to go (especially on the agency side) so it could change pretty drastically in 2023.

Michelle: This is really interesting to see that some budgets are up and it looks like some organizations are planning to hire – especially because there is 
talk of a possible recession. That usually means marketing/comms budgets would be cut – and people might be laid off. So, I think this seems 
encouraging – although I would say we need to keep an eye on the economy to see if there is a recession, and if so, how bad it is. 

Stacey: I’m surprised that the creation of crisis comms strategies hasn’t risen more, particularly with the political and economic climate continuing to be 
what I’d characterize as a bit volatile, particularly for brands who choose to engage. Fire drills can often be a part of a communicators work and contribute 
to perceived volume, but with effective planning they can be managed in a more streamlined manner. I’m also cautiously optimistic on increased budgets 
and plans for hiring. If comms has truly PRoved (pun intended) their worth through these challenging years, this is a major turning point for our 
profession. But continuing to demonstrate the necessity of communications whether it be internal or external should be a common thread to any comms 
pro looking to increase budget or headcount to remain resilient through additional shifts. 

Shonali: It’s discouraging that less than half of the respondents indicate their organizations have a crisis communication strategy. Given we’ve been 
collectively living in crisis, in parallel, since early 2020, you’d think this would be the one communication “must have” on the to-do list. The budget 
responses make sense, as the pandemic brought home only too well the importance of being able to effectively communicate with your constituents if you 
are to retain them. It will be interesting to see how hiring actually goes; if we do indeed officially move into recession, it wouldn’t surprise me to see hiring 
freezes but also an effort to retain employees in light of the continuing “Great Reshuffle.”

Ned: Organizations who are savvy enough to have a communications plan to support business objects (including a crisis plan) are usually aware of the 
cost of realistically executing that plan. Those that don’t will be surprised when they’re forced to respond in a crisis and have not properly resources the 
communications team.

Frank: Great comms are invaluable in times of change – and the pace of change seems to get faster every year. Savvy organizations will hang on to their 
comms pros and field them with the resources they need to help the organization communicate how it will manage in the face of economic headwinds. A 
recession offers an opportunity to communicate in a market with less noise because many other organization impulsively pull back. 



The top challenges facing communicators



Top challenges
chart 1 of 3 
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Answer Choices Percent N
cutting through the noise 35% 167
too many priorities 31% 148
lack of employee experience 25% 123
ever-expanding duties 25% 122
measuring results / ROI 23% 112
not enough staffing 22% 105
leaders don’t understand comms 20% 95
not enough budget 13% 65
disinformation, misinformation, mal-information 14% 70
prolonged reviews and approvals 12% 56
scope creep 11% 55
executive buy-in 8% 38
lack of alignment with marketing 4% 21
other 4% 21

Answered 483

Top challenges
chart 2 of 3 



Top challenges
chart 3 of 3 

Rank 2022 Top Challenges 2021 Top Challenges 2020 Top Challenges 2019 Top Challenges 2018 Top Challenges

1
Cutting through the noise 
(35%)

Too many priorities (40%) Measuring the impact; 
proving value; 
demonstrating ROI (50%)

Budget (59%) Budget (63%)

2
Too many priorities (31%) Cutting through the clutter 

(37%)
Executive team doesn’t 
understand comms (45%)

Limited staffing or 
headcount (55%)

Ever expanding duties 
(57%)

3
Lack of employee 
experience (25%)

Leaders don’t understand 
comms (36%)

Cutting through the clutter 
and noise 
(40%)

Ever expanding duties 
(52%)

Proving ROI (54%)

4
Ever-expanding list of duties 
(35%)

Ever-expanding duties [i.e. 
social media, content, etc.] 
(35%)

Budget (40%) Balancing priorities (49%) Limited staffing or 
headcount (52%)

5
Measuring results (23%) Not enough staffing (99%) Ever expanding duties [i.e. 

social media, content, etc.] 
(35%)

Measuring impact of comms 
(49%)

Measuring impact of comms 
(51%)

6
Not enough staffing (22%) Not enough budget (26%) Complicated or prolonged 

review and approval 
process (31%)

Proving ROI (48%) Balancing priorities (44%)

7
Leaders don’t understand 
comms (20%)

Scope creep (24%) Balancing priorities among 
diverse stakeholders (30%)

Gaining executive buy-in 
(45%)

Gaining executive buy-in 
(40%)



Contributors’ Analysis:

Gini: Too many priorities is so closely aligned with the first question about how our work has changed, which I don’t expect to see changed in the next 
three to five years. While our work continues to evolve – sometimes as quickly as in 24 hours – we will continue to have too many priorities. And, as long 
as we can’t measure the brand awareness work we do (which I recognize is extraordinarily difficult to do), we will continue to be pulled in too many 
directions as executives look to capitalize on results. 

Karen: The results mirror the shifts that have happened in the communications landscape over the past two years. Cutting through the noise has become 
a key issue for all organizations and brands as the media landscape has become more dispersed and consumers seek information from a wide variety of 
sources. Additionally, we are bombarded with information at work and in our personal lives, and it has become more difficult to rise above the noise and 
chaos of it all.

Michelle: Lots to unpack here. I agree that too many priorities is a challenge communicators face. I think in-house teams are often faced with competing 
priorities. Often the comms team isn’t asked to weigh in on the priorities – but the team is expected to execute. It’s really helpful if everyone is on the 
same page as far as the overall goals/priorities. Another interesting note here is that “lack of employee experience” is high up on the list. I do see that 
organizations are valuing experienced communicators more than they have in the past. There are too many crucial elements on our plates, so those with 
experience are sometimes better able to navigate in that type of environment. Lastly, measurement is ALWAYS a challenge. Agreeing on what to 
measure comes first - then how do we measure it? 

Stacey: The fact that “leaders don’t understand comms” dropped such a significant amount again really exemplifies how the events of the past several 
years primed demand for comms professionals in organizations. It feels good to finally be understood…

Shonali: Quite frankly, none of these issues surprise me, nor have they really changed over the decades. Communicators have *always* talked about 
“cutting through the clutter,” and complained about leaders not understanding communication, or knowing how to measure the results of their work. There 
is certainly a lot more noise today than there was 20 years ago, but that is what smart communication has *always* been about. This is why it’s so 
incredibly important to understand what constitutes “success” for your organization and, accordingly, strategize and measure how your communications 
help support those goals. Please, people – make friends with metrics & analytics! That’s the *one* thing that will help you meet *all* these challenges!

Ned: This is the second year that budget wasn’t the all-consuming woe. Clutter will always be there.  But if you have the right resources and expertise, 
you can systematically take it on!

Frank: None of these challenges gained more than one-third of the votes. This just goes to show how diverse the challenges are in communications by 
sector – which reflects how diverse the role has become in terms of skills.  



Areas of communication focus and emphasis



Much more emphasisMore emphasisAbout the sameLess emphasisMuch less emphasis

More or much more emphasis: 
• Owned media (60%)
• Shared media (44%)
• Earned media (43%)
• Paid media (33%)

Owned media is the only area 
that has a consensus majority. 

Areas of emphasis
chart 1 of 2 
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Focus area much less 
emphasis

N less emphasis N about the 
same 

emphasis

N more 
emphasis

N much more 
emphasis

N N/A N Total Weighted 
Average

Owned media (content marketing, 
blogging, brand journalism, 
newsletter) 4% 18 6% 29 29% 141 38% 185 19% 92 4% 18 483 3.65

Earned media (media relations, 
word of mouth, organic SEO) 5% 25 12% 58 38% 182 28% 137 13% 64 3% 15 481 3.34

Shared media (organic social, 
reviews) 4% 19 9% 44 41% 197 33% 157 10% 48 4% 17 482 3.37

Paid media (sponsored content, 
paid social ads, PPC) 6% 30 19% 91 36% 173 24% 114 6% 29 10% 46 483 3.05

Answered 483

Areas of emphasis
chart 2 of 2 



“Marketing leader much more focused on SEO and owned 
content. He has never invested too much in PR before.”

Why that area of emphasis?
“CEO unsure of ROI of paid media.”

“Ability to own narrative, lack of media covering 
my industry.” “There is basically no strategy, vision or support for communication 

efforts. Leadership operates in a seat-of-the-pants or crisis mode.”

“Budget priorities.”

“An increasing pay-to-play media dynamic.”

“I think this organization is unsure how to get attention and is 
casting about for the shiniest objects.”

“The pandemic shut down travel and proved to top leaders 
that thought leadership publishing works organizations are 

getting smarter about measuring impact and see better 
where to put budget and effort.”

“There are significantly fewer media outlets in our 
region, especially in terms of local news coverage. 

Fewer reporters to pitch.”

“Clients still want excellent results with earned media, at the 
same time, they also placed a priority on owned media mostly 
to ‘sell’ their product or service. Most clients could care less 

about social engagement, and desire organic results from 
fresh, regularly changing content versus paying for reach that 

cannot be easily qualified.”

“The shrinking news media footprint and expansion of pay to 
play and affiliate marketing leaves so little real news opportunity 

it's not worth wasting client time.”

70 responses



Much more emphasisMore emphasisAbout the sameLess emphasisMuch less emphasis

More or much more emphasis: 
• DE&I (59%)
• Thought leadership (49%)
• Data & analytics (48%)
• Storytelling (48%)
• Comms strategy (46%)
• Measurement (46%)
• Internal comms (44%)
• ESG programs (43%)
• In-person events (42%)
• Virtual events (38%)
• Influencer marketing (31%)

DE&I is the only area with a 
consensus majority. 

N = 483



Contributors’ Analysis:

Gini: I often say that the foundation of the PESO Model™ is owned media. If I were to rank the media types in order of importance, it would be OESP or 
OSEP (depending on the organization’s goals), so to see that owned media is getting more attention makes my heart happy. And that communicators are 
spending more time on it is an indication of exactly where we are headed. We are storytellers. We have the ears of the internal and external audiences. 
Communicators are centrally positioned to own owned media.

Michelle: As a writer and creator of written content, I love to see that owned media is getting more attention. Of course, that’s something organizations 
can control – and  there is so much they can do with it once they’ve created it. Also, the comments about organizations and leadership flying by the seat 
of their pants – YES! And it’s a problem. There is often no research done on key audiences and where they are spending time - it’s like throwing spaghetti 
at the wall sometimes. Without first doing that research and planning accordingly, it will be difficult to achieve results. 

Stacey: The emphasis on owned media and thought leadership really go hand-in-hand. For the many reasons cited in the write-in portion of that question 
and more, owned media is a “secure” channel to own the message and drive quality traffic from audiences looking to filter through noise and bias on other 
channels that may be mistrusted, such as traditional and social media. I wouldn’t be surprised to see more communications professionals delve into SEO 
as a result. 

Shonali: Personally, I love the growing focus on owned media, because that can really help grow your brand, its footprint and your community, while also 
significantly supporting your SEO goals. All of these impact earned media (journalists use Google too) and can directly or indirectly improve conversions. 
However, it would be a mistake to assume earned media is dropping in importance; it’s almost tied with shared media in the level of emphasis, and guess 
what gets shared a lot and builds credibility? Earned media.

Ned: I have often found that some of the pay-to-play media is more aimed at ego than communications strategies or objectives.  I’m glad to see it isn’t too 
prevalent.

Frank: Earned media used to be the flagship service of PR and communications. That owned media tops the list underscores how comms has changed, 
as the findings earlier indicated. 



Measurement and data



Measurement
chart 1 of 2 

While the volume has shifted some, the 
order of precedence is largely unchanged 
from the results of the 2020 survey when 
we last asked this question.

The 2020 survey found:
• 71% web analytics
• 63% impressions
• 51% email open rates
• 50% number of 3rd party mentions
• 48% impressions/traffic estimates

N = 483



Answer Choices Responses N
Web traffic/web analytics 56% 270
Impressions / estimated site traffic (i.e. Similar Web) 51% 247
Number of placements/mentions 50% 242
Email open rates 41% 197
Clicks / CTRs 36% 175
Earned media attribution 35% 171
Executive feedback 33% 159
Sales qualified leads (SQLs) 31% 150
Employee engagement surveys 27% 131
Conversions / registrations / downloads 22% 107
Sales or revenue 19% 93
Referral traffic 19% 91
Customer satisfaction surveys 17% 81
Feedback from the sales team 13% 65
Marketing qualified leads (MQLs) 13% 64
Market research or brand surveys 12% 59
Backlinks 12% 57
Focus group research 11% 55
Feedback from the marketing team 10% 50
Actions by elected officials 10% 46
Product analytics 6% 27
Advertising value equivalency (AVE) 4% 21
Votes/election outcomes 4% 18
None of the above 2% 10
Other (please specify) 16

Answered 483

Measurement
chart 2 of 2 



73% agree or strongly agree that their 
organization has become more data-driven. 

“Our entire organization 
has become more data 

driven.”

“Comms leadership does not 
understand it.”

“The phrase is used but has 
little definition and little 

action associated with it.”

“It's all about the data, to the point 
where almost nothing else 

matters.”

“Technology enables gathering more 
data to ascertain what the target 

knows, feels and does now so comm 
pros benchmark where they are now 

and where they want them to be.”

“Most clients do not know what to do with the data 
once we deliver it to them.”

32 responses

N = 483



Contributors’ Analysis:

Gini: Measurement has been both my pride and my frustration in the past 12 months because, to some of the responses here, the data is king, almost to 
its detriment. It feels like you need a team of data scientists who work closely with marketing analysts to be able to provide the correct data for a 
communicator to use in their reporting. And some of it seems like it’s nonsensical, which makes an executive doubt the work that we do. I mentioned 
earlier that it’s incredibly challenging to measure brand awareness – a good chunk of the work that we do – but most leaders aren’t patient enough today 
to let the long-tail work do its job. Measurement will continue to be a thorn in our side until we can figure out an industry-wide way to do it, that is accepted 
by executives, bankers, and analysts alike. 

Karen: The lack of focus on things like Employee Engagement speaks to how PR is largely viewed as an external facing discipline. Internal 
communications is a vital component of public relations and doing it well has an impact on your external messaging and results. However, the results 
highlight the opportunities for public relations professionals to demonstrate value to organizations beyond media, and that is exciting to me.

Michelle: Again, interesting responses here. The comment about the client not knowing what to do with the data once they have it – this is absolutely 
true. It’s important to be able to pull out the important points and paint a picture using the data. The other point that struck me was – “It’s all about the 
data – to the point where nothing else matter” – this is a dangerous notion. If you follow Rand Fishkin, for example, he often talks about how provable 
marketing attribution can be a boondoggle: “I believe you can get better results by trusting your gut and doing the work vs. attempting to measure it all 
with mathematical precision. I believe you can lift sales by choosing channels that are impossible to prove. I believe that free, vanity metrics are often 
good enough. And, I believe that most of the best marketing (especially for small and medium businesses) comes from untraceable sources like word of 
mouth, niche sources of influence, dark social, and complex multi-channel journeys.” For many businesses, they might be better served by following a 
strategy that’s more along these lines. 

Shonali: It’s really interesting to me that a good chunk of folk say their organizations have become more data-driven, but I’m always curious as to what 
that really means… what are the actual “data” they are tracking, measuring, and analyzing, and to what end? That’s where I think this comment is so 
telling: “the phrase is used but has little definition and little action associated with it.” So, I’m glad that people are at least thinking about being “data-
driven,” because that’s at least a beginning.

Ned: Yes, it's about the data.  But the question is “what data?”  And then how do you act on it.

Frank: Measures of success in communications is often direction rather than conclusive. For example, there’s no question a good mention in a solid 
trade publication is good for business, the question is how good is it for business? You can pour a lot of effort into answering that question or you can go 
earn another mention. The one point I’d add about such mentions: how well you promote a mention once you earn it is just as important as earning it in 
the first place. 



In-house teams and agencies



31% say they are taking more comms 
work in-house – while 22% say they 
are taking less work in-house. 

We last asked this question in 2019 
and 47% said they were in-housing 
more comms duties at that time. 

In-housing is a broad trend in the 
marketing community. 

N = 483



Agency selection
chart 1 of 2 

Execution or “an extra pair of hands” 
is the top reason respondents say they 
hire an agency. It’s the only choice 
with a majority (53%) of the votes. 
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Answer Choices
Response
s N

Planning and strategy 33% 159

Execution (extra pair of hands) 53% 256

Geographic reach or scale 15% 73

Monitoring and measurement 15% 74

Outside objectivity and advice 45% 217

Strategic projects 27% 131

Existing relationships and connections 24% 117

Transactional or short-term project help 26% 125

Better cost-to-value than additional headcount 18% 88

Expertise in a niche, vertical market or subject matter 34% 162

Not applicable to me 5% 25

Other (please specify) 3% 16

Answered 483

Agency selection
chart 2 of 2 

“For us, we are running more digital campaigns 
and count on our outside agency to place and 
monitor for us. We create the messaging and 

creative in-house.”

“Media buying capability and 
efficiencies.”

“An executive wants 
to give work to a friend 
who owns an agency.”

“Coping with great resignation.”

“Crisis comms, for obvious reasons.”

“To gain executive buy-in.”



36% say they will send more work to 
outside resources – which is slightly 
more than the number planning to in-
house demonstrating a continuing 
need for external help. 

N = 483



* This question was only asked of those working for agencies or as 
freelancers or independent consultants. N = 194.

N = 194



Contributors’ Analysis:

Gini: It doesn’t matter if you’re in-house or at an agency, people are one of our biggest challenges right now. The Great Resignation hit us all, even if we 
didn’t personally experience our team leaving. It has forced lots of conversations about work/life balance, salaries, benefits, and more. I personally love 
that we are working in a gig economy and it’s forcing corporations to figure out how to evolve. 

Michelle: I saw a comment about how the Great Resignation is causing organizations to hire more external help - that’s interesting. What I have seen is 
that agencies are in need of outside help. They either laid many off or lost business during the first year of the pandemic - then things picked up again 
and they are struggling to keep up with the demand. I also think the recession could impact this whole situation - as in if people are laid off, then more 
external help may be needed. We all know that marketing/comms teams are among the first to be eyeballed when costs/budgets are cut. We’ll just have 
to see how it plays out. 

Shonali: I think the pandemic really drove home the need for organizations to communicate effectively, make it a priority if it wasn’t before, and get 
digitally savvy real quick. The pandemic may have kept us all inside, but work still needed to be done (and grew exponentially, the longer it was pushed 
off). I imagine we will see hiring continue to remain strong, but I also think it will be very targeted towards higher-level strategists and project managers, 
relying more on external support for campaign execution, particularly in specialized areas such as media buying.

Ned: Organizations have downsized before, and that has often led to more work being down by someone “outside” the organization. But that someone is 
often the same person whose position was eliminated. The pandemic has led to a similar situation where companies had to get real lean real quick, but 
still need competent help, which means opportunities for independent communication professionals.

Frank: The in-house vs. agency staffing model is like the centralized vs. decentralized marketing department. Both have pros and cons, and whether one 
model is more popular or not in a moment, largely depends on executive personality. In large companies, I’m amazed at how one CMO will spend several 
years consolidating marketing, and then leave. When a new CMO comes in, that person gets to work decentralizing marketing and pushing resources 
back down to the business units. Something like this happens with agencies on the comms side. The right answer is usually in the middle: you need 
competent communicators on staff – and leaders can augment that competence with solid agencies and consultants. The key is to hire outside resources 
the function as an extension of your team, which means you must also treat them that way too.  



The matter of trust and bias in media



“Most of our business is B2B, so the 
eroding of trust is less of an issue.”

“Traditional outlets are usually run 
according to ethical journalism principles.”

“Most traditional media outlets still have what I 
would call checks and balances (e.g., editors) 
and try their best to get the story right.”

“They don't report facts. Many are now 
citing other media as a source when 
there isn't an actual source.”

“Depends on the media outlet. Some are fair; 
some are not.”

“Media has become increasingly activist-like and if 
you're with a corporate brand, you're instantly a 
target.”

“Lack of fairness/balance. Too much 
journalists’ opinions.”

More comms pros say their 
organization trusts the media 
than do not; still, it’s less than 
half (49%)

About 1 in 5 (22%)

47 responses

N = 483



Extremely 
concerned

Very 
concerned

Moderately 
concerned

Not 
concerned

Slightly 
concerned

Perceptions of bias chart 1 of 3 
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Social media: 91% have at least some concern about bias in social media; 77% are at least moderate concerned; 54% are 
very or extremely concerned

Social media algorithms: 90% have at least some concern about bias in social media algorithms; 69% are at least moderate 
concerned; 45% are very or extremely concerned

Influencers: 87% have at least some concern about bias among influencers;  67% are at least moderate concerned;  41% 
are very or extremely concerned

Search engine algorithms: 84% have at least some concern about bias in search engines; 65% are at least moderate 
concerned; 38% are very or extremely concerned

Blogs: 86% have at least some concern about bias among bloggers; 66% are at least moderate concerned; 33% are very or 
extremely concerned

Traditional news: 83% have at least some concern about bias in traditional news; 56% are at least moderate concerned; 
33% are very or extremely concerned

Podcasts: 80% have at least some concern about bias in podcasts; 61% are at least moderate concerned; 27% are very or 
extremely concerned

Professional journalists: 76%have at least some concern about bias among professional journalists; 46% are at least 
moderate concerned; 28% are very or extremely concerned

Perceptions of bias chart 2 of 3 



Medium not 
concerned

N slightly 
concerned

N moderately 
concerned

N very 
concerned

N extremely 
concerned

N Total Weighted 
Average

Social media 9% 44 14% 67 23% 110 29% 139 25% 123 483 2.48

Social media 
algorithms 11% 52 21% 100 24% 116 23% 111 22% 104 483 2.24

Influencers 12% 59 20% 98 26% 127 23% 112 18% 87 483 2.14

Search engine 
algorithms 15% 74 19% 94 27% 130 22% 107 16% 78 483 2.04

Blogs 15% 71 20% 95 33% 159 22% 107 11% 51 483 1.94
Traditional 
news 18% 85 27% 132 23% 109 19% 90 14% 67 483 1.84

Podcasts 20% 97 19% 92 34% 165 17% 83 10% 46 483 1.77

Professional 
journalists 24% 116 30% 144 18% 85 14% 70 14% 68 483 1.65

Answered 483

Perceptions of bias chart 3 of 3 
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Some say the “truth” has become subject to interpretation. Do you 
believe this is the case? Why or why not? Has it affected your work in 
comms? (open ended)

267 responses

“‘Trust but verify’ has always been out there and it still needs to be 
heeded. Nowadays, it just takes a little more time, effort and digging.”

“Agreed. People have defined ‘truth’ to fit their personal views. This 
started with the 2016 election and has exacerbated with the COVID-19 
pandemic. Fortunately, I work for a life science company and peer-
reviewed is the gold-standard and respected. But once we all step 
outside that bubble and interact with folks not in life science, it all falls 
to pieces. Shocking, really. Still to this day.”

“Fewer resources in the press and less knowledge among reporters for 
specialized topics.”

“I believe ‘facts’ have been subject to interpretation, but I am not sure 
that is the same as ‘truth.’ It does make it hard to refute misinformation 
when people care about what ‘feels’ true to them or what supports their 
beliefs and are less concerned about the real facts.”

“As a journalism major, I find the state of today’s media extremely sad. 
The thing is, political reporting doesn’t fool anyone - I have a long list 
of outlets that I simply don’t even look at anymore because the stories 
aren’t journalism.” 



Contributors’ Analysis:

Karen: Mis, mal and disinformation is one of the biggest threats to our society. This goes beyond the political realm but undermines trust in what people 
read, see and hear from any organized body, including our organizations. Public Relations professionals must not only guard against mis, mal and 
disinformation about their companies or clients but part of the solution to stem the tide. It means that we need to be vigilant about fact checking and 
digging deeper into the information we share. It also means learning new skills, such as identifying deep fakes. This is a growing and scary problem.

Michelle: This is all over the place. I will speak to professional journalists. I believe professional journalists are doing their best to avoid bias in their 
reporting. I think part of the issue is – some just don’t want to hear the truth – so even if reporters are reporting the facts, some aren’t going to believe 
them. If the facts aren’t what someone wants to hear, then they may claim they’re not true (even if they are). I also saw something about B2B media 
being more believable. That seems to be the case (most of my work is with B2B clients). What does seem to be happening there is more pay to play - so 
for example, if they used to cover your product news at no cost (= earned media), now they are charging a fee (= paid media).

Stacey: While the number of online media outlets has risen exponentially, we’ve also seen the consolidation of traditional news. This dichotomy seems to 
in some cases to make it more difficult for traditional media to compete when it comes to breaking news. Of course, this may lead to less than best 
practice when it comes to fact checking or tolerance for bias in favor of getting content out. My antennas have piqued more often than usual over the past 
few years when consuming traditional news and I’ve found myself more often than not examining several sources on a singular topic just to ensure I’ve 
received the most complete information possible. As media and content continue to evolve, this may be a tactic to implement in order to safeguard 
ourselves against mis, mal, and disinformation as Karen mentions.

Shonali: The huge difference in today’s media landscape from even just a decade ago is the impact of algorithms and AI, and the millions of micro- and 
nano-influencers whose content frequently commands a much higher level of engagement and interactivity than that of more conventional media outlets, 
thanks to said algorithms and AI. That said, influencers frequently reference conventional media sources in their content, which points to their credibility 
for the same reason Ned points out: they’re the only ones who have the resources to fact-check (even if those resources have dwindled). Ensuring we 
are using strong and reliable data sources in our messaging and storytelling–which includes media outreach–remains one of the best and most effective 
ways to combat misinformation and the incredibly harmful impact it’s had on our society.

Ned: I still think that so-called “mainstream” media have the most credible processes of checking facts and confirming sources.  They compete with 
“media” that simply do neither.

Frank: Humans have a tendency to gravitate towards information that supports our existing line of view. We don’t like change. We fight it every step of 
the way. History is riddled with such examples. When, building on Copernicus’ theory that the earth revolved around the sun, and not the other way 
around as had always been accepted, Galileo found himself under house arrest. As communicators, it’s often our job to battle this exact tendency. Bias 
exists in many forms and it’s part of our job to study it and help our organizations to navigate the communications landscape. 



Demographics



employed full-time but 
open to opportunities

employed part-time and 
NOT looking

employed part-time but 
open to opportunities

employed full-time and 
NOT looking

between gigs and 
looking for work

between gigs, but not 
looking for work

self-employed full-time 
and NOT looking

self-employed full-time but 
open to opportunities

other 

Recently retired; in the process of 
changing industries; self-employed part-
time; and not looking.

N = 483



independent consultant, 
freelancer, or self-

employed

agency

In-house

N = 483



N = 483



70% of respondents 
have 11 or more 
years of experience.

N = 483



N = 483



Methodology



Survey methodology

This survey was a joint effort between Ned’s Job of the Week (JOTW) and Sword and the Script 
Media, LLC. Subscribers to both organizations were solicited to take the survey through mentions in 
the weekly newsletter, dedicated email requests and social media. Gini Dietrich and Karen Swim also 
solicited respondents from their respective communities at Spin Sucks and Solo PR Pro.  

In total 483 respondents took the survey online, using Survey Monkey, from Friday, May 6, 2022, until 
June 14, 2022. 

Survey takers were incentivized to take the survey with an offer to be entered for a chance to win one 
of three gift cards ($100, $50 and $25). 



It’s free!

Have a position to fill? Looking for a new gig? 

Send a note with a job listing or subscribe to Ned’s 
Job of the Week by contacting Ned directly at 

lundquist989@cs.com.

www.nedsjotw.com



Suggested reading

2021 JOTW Communications Survey
• Presentation: 2021 Strategic Communications Survey
• Podcast: Episode 110; The Survey Says… (That Solo Life)
• Podcast: Spin Sucks 156; What’s Going On In The Communications Industry? (FIR Network)
• Article: Communicators more valued than ever before (PR Daily)
• Blog: The Media Relations Struggle is Real; Experts Describe What it May Mean for PR
• Article: After an unpredictable year of COVID, organizations value the role of PR more than ever (Bulldog Reporter)
• Article: 80% of PR Pros Say Communication Gained Value in 2020 (PR News) 

2020 JOTW Communications Survey
• Presentation: The 2020 JOTW Communications Survey
• Blog: Code of PR Ethics? The Gray Area of Communicating a Point of View
• Article: PR Industry Survey: The Tactics and Skills Rising in Importance (Marketing Profs) 
• Article: The top 7 challenges facing PR and communications in 2020—and best ways to adapt (Bulldog Reporter) 

2019 JOTW Communications Survey
• Presentation: The 2019 JOTW Communications Survey
• Blog: Corporate Communications is Taking More PR Work In-House, finds Survey; Media Relations Gets Even Harder
• Blog: Most PR Pros Say that Media Relations is Getting Harder – Here’s What You Can Do About It (Deirdre Breakenridge) 
• Blog: Is the PR industry missing the boat with influencer marketing? (Arik Hanson)

2018 JOTW Communications Survey
• Presentation: The 2018 JOTW Communications Survey
• Blog: New Survey Identifies the Hottest Trends in Corp Comm and PR; Announcing the 2018 JOTW Communications Survey 
• Article: Budget Cited as Top PR Challenge (O’Dwyer’s)
• Article: New survey reveals 2018’s hottest PR trends, challenges and tools (Bulldog Reporter) 



Pssst! 

Answer: The correct answer to the survey’s logic challenge question is the “suitcase” or the “brown suitcase.” 

What’s this? Including logic challenge question in a survey questionnaire is a best practice for preventing bots from interacting with 
the survey. This graphic depicts the results from this survey.




